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Fairs Fare Fancily

In Canada and U. S. |

w “ Big Ones Reap Rich-Haryest With Pee’” X

Gates; Weather, Epidemics Smack Few

By HERB DOTTEN

CINICAGO, Sept. 17.—-Its a
bovntiful vear for fairs in the U. 5.
and Canada.

Same of the biggest have set all-
time attendance records. A large
number have approached their
previous peak gates. Only a few—
mainly those which experienced a
run of bad weather or the blighting
eilect of either polio or drought—
have suffered sharp attendance
drops.

Given good weather, the 10-day
Minnesota State Fair at St. Paul-
rited o model agricultural exposi-
tion — pulled a  record - smashing
1,008,101 thru its Yeverybody pays
gites, This topped by more than
50,000 the previous high ol 948,565
set in 1954,

In Missouri, the State I'air al
Sedalin notched up attendance of
542,175 that threw the old record
of 497,316, established last year,
into the discard,

In Colorado the Pucblo-based
State Fair set another attendance
high, luring some 240,000 persons.

In the East, the New York State
Fair at Syracuse reported a new

record gate of about 462,000 per-| &

SONS.
Strong Runs

State-operated fairs which fell
short of their records but enjoyed
strong runs included Indiana’s at
Indianapolis, with a gate of 390,-
000; Ohio's at Columbus, which
topped the half-million attendance
mark: Mlinois’ at Springfield, with
a lotal estimated at 950,000; lowa's
at Des Maines, which pulled 503,-
(00 persons; Nebraska’s at Lincaln,
which had a strong run with at-
tendance of about 290,000 despite
extreme drought conditions and
Michigan's at Detroit which chalk-
ed up a count of 786,758,

Kentucky State Fair, Louisville,
which closes its eight-day run to-
night, was going strong at its half-
way mark, with its gate up several
percentage points over last year, On
the West Coast, the California
State Fair at Sacramento felt the
effects of a heat wave, yet its gate
totalled 752,303,

The biggest of all the anmual

Crowds Rush
To Du Quoin

DU QUOIN, I, Sept 17.—In
this town of 8,000, remote from
any large town, they've built a
better mouse trap—the Du Quoin
State Fair.

The 10-day event, which closed
Labor Day, had total attendance
of 414,583 persons, one-day high
gate of 83,293,

It offered the tops in attractions
—grand circuit hamess races, a 100-
mile national championship AAA-
canctioned auto race, name slars,
topflight talent, ete., all of which
cost a bundle, but it paid off.

The folks beat paths to the fair’s
gates, crowds were excellent thru-
ont, and on the closing night no
[ewer than 18,000 persons paid

from $2.50 to $4.50 each to sce|

George Gobel head a show in front
ol the grandstand and bleachers.

expositions—the Canadian National
Exhibition at Toronto — attracted
2,809,500 in 14 days, missing by a
scant 10,500 the all-time high sel
last year,

At Ottawa, the Central Canadian
National Exhibition registered a
new record attendance, luring 431 -
797 in seven davs. Al Quebec the
Exposition Provinciale pulled 360,
000, ouly 3,764 less than its old
high set in 1951.

In the prairie provinces, the
biggies of the Western Canadian
Class A Fair Circuit—the Calgary
Stampede, the Saskatoon Exhibi-
tion, and the Edmonton Exhibition
—all had highly suceessful runs,
viewed from all angles.

Pacific National Exhibition al
Vancouver pulled a highly respect-
uble gate of 750,792, down from
871,420 last vear, with the drop-off
chargeable to lower repeat atten-
dance caused by the :E:.-mnﬁuun-
tion of daily giveaways of automo-
hiles and other high-ticketed prod-
ucts. :

In the States anly one State Fair
thus far this season has been jolted
hard. A polio epidemic which
ipped Wisconsin put the blight
on the State Fair at Milwaukee,
culting attendance by about 30

per cent under last year.

The excellent patronage exper-
jenced generally by the big Fairs
has been shared by regional and
district fairs. Thev, like their big
brothers, have by and large either
set new attendance records or held
close to their past attendance highs,

PRICE: 25 CENTS

NBC, DEALERS,
FANS OQUT TO
PICK HIT DISKS

By JUNE BUNDY

NEW YORK, Sept. 17.—In

a move to show that network
radio ean do as much as the
local disk jockey, if not more,
in measuring the hit-potential
of a new record, NBC Is
readying a special record-
premium promotion on its Fri-
day night “National Radio
Fan Club” show (8-10 p.m.).

The plan, conceived by the
program’s producer, Parker
Gibbs, calls for a four-way
promotional tie-up belween
thegnetwaork, local dealers, lo-
cal NBC station disk jockeys
and record companies.

The plan operates on a
straight  giveaway  principle,
with certificates entitling the
bhearer to one free record
handed out to select groups
of teen-agers here in the NBG
gtudio and at four dealer
stores across the country, Prior
to gofg on the air, the show’s
emsee, Bill Silbert, will play
15 promising new pop records
[séreened by Gibbs and his
staff out of all new releases
for the week) and ask the
kids to fill out on the certifi-
cate the name of the record
they liked best, which can be
redeemed laler at their local
dealer’s store.

The four records receivin
the most certificate votes wil
then be played on the air dur-
ing the program’s 9-9:30 p.m.
time period the same night,
so that teem-ngers (assembled
in groups of 25 at local dealer
staores in four key areas across
the country) can also fill in
their votes for the record

(Continued on page 12)|

Juke Box Business
On Mark for Hot

Competitive Race

New Seeburg Machine Fires Gun;
Operators All Out to Boost Takes

By BOB DIETMEIER

CHICAGO, Sept. 17.=The en-
tire juke industry—manufacturers,
distributors and operators—faces
what is shaping up to be the hot-
test competitive race the industry
has ever ¥newn, a race in which
the entire record business shares
a sizable stake.

A battle of numbers among
manufacturers, heralded by the |.
P. Seeburg Corporation’s new 200-
selection machine, is expected on
4 scale unlike that ever seen be-
fore—whether or not other manu-
facturers [ollow suit.

Reporis from a majority of juke
box [E?ilTlll;lutnrﬁ surveyved this week
indicate that 1935 sales so Far this
vear were above average, in some
cases considerably above the same
period last year, Thus, from a dis-
tributor’s standpoint, competition
will be especially keen since oper-
ators who bought heavily this year
will be harder for distributors to
sell next year.

Finally, a large number of oper-
ators polled reported that nel
profit was down for the year to
date anywhere from 5 to 20 per
cent comoared to the same period
of 1954, 10 per cent being the
most frequently cited figure, tho
some operators reported higher
grosses, The majority ¢l operators
reported met on a par with the

‘same period last year, some re-

|'|u|h=-|_l that takes are up, reports
ranging from 3 to 8§ per cent.
Bistro Biz Down

Complicating the whole picture
is the fact that while employvment
and income across the country are
at record levels, tavern business on
the ‘whole is down, and many peo-
ple who once frequented local
bistros and other spots to play juke
boxes have Hed up their money in
suburban homes and a multitude of
appliances,

Operators  therefore  will he
using every merchandising means
at their disposal to increase their
receipts during the vear.

NEWS OF THE WEEK

Within two weeks two manulac-
tnrers have unveiled new models—
Secburg with 200 and 100-selection
machines: AMI, Ine., with 40, 50
and 120-selection units (see Music
Machines). Seeburgs announce-
ment last week of its 200-selection
machine promptly touched  off
speculation in the trade that other
manufacturers had similar selection
machines under wraps or in the
planning stage, and that Seeburg’s
move would speed their debuts.

EP's: A Key Role

When and if the other manulae-
turers do show similar ecapacity
juke boxes, the extended play rec-
ord market is certain to broaden,
since EP's would play a key role in
a machine of the 200-selection size,
Whether or not they do, emphasis
for the entire industry would ap-
pear to be thrown to selection and

Making Pictures for Theaters
Interests TV Film Producers . . .

Producers of TV film shows for syndication
are evincing increasing interest in getting into
the production of feature length films for either
TV spectaculars or theaters, Ziv-TV is the
outstanding example of this new look. Such a
move would hrr;-u.ll: the last straw in the barrier
between the TV and theatrical forms of flm
entertainment. page 5

llllllllllllllll

Record Industry Helping
Flood-Damaged Dealers . . .

Record distributors and manufachurers rush to
aid dealers in flood-stricken’ areas of Connecti-
cut, Pennsylvania and New York. Relief pro-
erams include merchandise at sharply reduced
rate, “extremely deferred” billing; free point
of sale display matesial, ,.......... page 11

ABC-TV's “Film Festival”

Getting Big Spot Business . . .

ABC-TV is finding itself in the ironic situation
of being IJ}'-piiHhEﬁ by top national advertisers
who are flocking to buy its “Famous Film
Festival” from local stations on a national spot
DABIS. | 4 5500000 Page 2

Dodge Debuts New Models
In Camival Atmosphere . . .
Dodge motors turned to outdoor sites and
tricks to introduce its 1956 models. Push
button transmissions and hi-fi ‘}:l:mm sets were
highlighted by fireworks, hell drivers find mid-

& @ @ @ @@ @ @ @ @088 R RBRE

way lighting at fairgrounds, race tracks and an
amusement park across the nation. ..Page 45

RCA Victor OIf to Fast Start
In Fall Record Sules Race . . .

With less package record releases than it
issned in its two previous fall promotions, RCA
Victor's Best Buy campaign has written initial
orders totaling $2,500,000 at retail level, or
$500,000 more than last year. ©F 600,000
units sold. about 100,000 are accounted for by
Perry Como's “So Smooth” LP. ... .Page 12

AMI Bows New Juke Box;
Plans National Showings . . .

The latest juke box to come off the production
lines, AMI's Model G, [eatures mew color
scheme and speaker system. Showings for
operators to get under way within a week,
Page 76

------- M E T EENENELENNRFE.

DEPARTMENTS AND FEATURES

proper programming which will be
dominant talking points in music
machine merchandising in the fu-
ture—much more so than even in
the last year.
A review of 1955 by distributors
and operators is significant in
evaluating the stiff competition
which appears to lie ahead for the
whole industry.
No Money Down
Many  distributors  polled re-
ported brisk sales, averaging higher
(Continued on page 76)

Coinmen Don
College Beany

NEW YORK, Sept. 17.—1t's back
to the campus for coin machine
executives,

Columbia University's Institule
of Arts and Sciences is about to

sl GRimiEs sues. B8 MAevvtandieh . Gl
BRflsigie ,sssrsssezsss ME wiscsiansinssnnns 11
j'imi\.l!.l B B R R R i'} Mw
el . o srbnssassanei [ 5] Mamie Marhires .. ..., 10
Cinssified Ads o..oosas [ Porke & Pools . a9
in Machines . e | p D L R e S, g T Fd
Cain Machine Maorket. . 30 Bsaiiss o L
Coming EVenls .cuussss i Review Digesl ..coeess 10
Delve-In Thedlemn ...ss [ Rinks X T [ ]
Fairs & Eapositions.... 30 Roadshow Reperioire .. 63
Fipal Curtiin . ..:v=o- ad Haoutes - cusg UhH
Genseal Outdoor . ..... k] Telewision ..sevasessns e |
Hopor Roll of Hita.... 20 TV Film ....ccocecnns 5
Legtintate . ossscssnnas il TV Beviews ...osseses B
Letiet LISl :cscsccceeee BF Yending Machines .... B4
Rade . esiisiennassss W

l

COIN MACHINE FALL OUTLOOK SECTION
BEGINS ON PAGE 70

launch eight evening seminars on
expanding small businesses, apd
leading amusement game, juke box
and vending machine exeoulives
from around the country have been
invited to attend.

The classes will be conducted
by Theodore H. Silbert, president
of Standard Factors Corporation,
According to Dr. Russell Potter,
director of the Institute, the cours
is designed for businessmen seek

| ing expansion, but not too sure hoy

to overcome the problems of H

nancing, advertising, distribution
'merchandising, production an
|L11H.|'l'-
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Ban

By JACK SINGER

NEW YOHEK, Sept. 17.—=There's | Fy.

an fronic twist to the ABCIY
“Fumous Film Festival” =tuation
that'’s bringing out gry; hairs in the
network’s top bras, The Sunday
night J. Arthur dank feature film
stunza, which lows tomorrow (18),
15 addwotinge advertisers like flies—
but not to the network,

Tuking advantage of ABC-TV's
plan that permits its stations to sell
the same spots locally that the net-
work is trying to sell nationally,
bankrollers are flocking in droves
to pick up the show on a national
spot basis. Both WABC-TV, New
York, and WBKB, Chicago, have
each already racked up an all but
complete sellout of the stanza in
long-term deals with buankrollers.
ABC-TYV stations thruout the coun-
try reportedly ure achieving similar
sluceess.

What makes the situution par-
ticulurly frustrating to the network
is that the bankrollers who are
buying the show on a spot basis
are exactly the ones who are the
best prospects for network sponsor-
ship. The WABC sponsor line-up,
for instance, consists of: Maxwell
House Coffee, Campbell’s Frozen
Soups, Motorola, Liggett and
Myers, Bab-0, Gallo Wine, Helena
Rubenstein, B.C. Headache Fem-
edy, and Fresh deodorant. Prac-
tically all of these have signed
with the station as participating
sponsors on the stanza on an every
week basis for an entire year.

Same in Chicago

A similar situation exists at an-
other ABC o&o outlet, WBKB,
Chicago. The show is completely
sold out there to the following
sponsors: Procter aud Camble, Mo-
torola, Mauxwell House Coffee,
Campbell’s Frozen Soups, Simmons
Mattress, Chrysler, Montgomery-
Ward, Coty and Ibulon Sponges.

It's small comfort to the network,
which laid out a sizable hunk ot
dough to acquire the Rank features,

'Fu’ Optioned
By Red Heart

HOLLYWOOD, Sept. 17.—Red
Heart Dog Tood, which has been
given an option by CBS-TV on the
7:308 pon., Friday slot oviginally
slated for "My Friend Flicka,”
optioned Studio City TV's “Dr, Fu
Munchu” series this week.

It's understood that both the
web and the sponsor would want
some changes made in the show
befare it could go on the air. One
of the primury reasons bor the pro-
grumming switch would
price, the net ashing $37,500 for
"My Friend Flicka” whereas “Fu
Manchu” would come in at ap-
proximately $10,000 less.

NBC Heavy
On Dec. Grid

NEW YORK, Sept 17.— Be-
ginning December 26, NBC-TV
will have a heavy eight days of
lootball billings. The network is
programming tive important year-
end football clashes, tour of which
have already been sold. CBS-TV
and ABC-TV will have one pigskin
contest each—the former the Gil-
lette-sponsored Orange Bowl, and
the lutter the Sugar Bowl,

December 26 Buick and Miller
Brewing will co-sponsor the Nu-
tional Professional Football title
contest.  December 31  Cillette
butikrolls the Blue-Grey gridiron
Dounneyvbrook, That same aftermoon
the [Rast-\West game takes place
(still for sale), On ][ummr}' =
Dodge  hus  bought the Cotton

Bowl, and Gillette will sponsor the
lose Bowl

be the |

krollers Flock to ABC's
‘Festival,’ But Thru Stations

to se that hey are considered a

4 buy UY =g many of the top
advertisers in the 1.,

The primary reascu shage bank-
rollers are buying the show 5 5
spot, rather than network basis, is
that the spot buy enables them to
handpick 1I:ht'ir markets while o net-
work deal gives them a ready-made
list of over 50 must buy markets.

The only risk they take ir buying
the show on a spot basis is that
the network can pre-empt in the
event it needs the commercial pe-
riod for a network sponsor. In that
case, the last advertisers to buy
the show on a spot basis will be
the FHirst ones the station will
bounce to make room for the net-
work comunercials.

The web is looking lorward to
the stanza’s being received warmly
enough by the public to bring in

advertisers for network bankrolling,
If the show is successful so that
advertisers are frozen out of spot
buying participations there may be

MAJORS NIXED
NBC SPEC BIDS

HOLLYWOOD, Sept. 17.—
An interesting sidelight of the
government'’s 16mm, anti-
trust suit against the majors
is testimony by RCA President
David Samoff that NBC-TV
Prexy Sylvester (Pat) Weaver
negotiuted with three com-

. reverse trend that will see ma-
tional Sponsors rushing to the net-
work in urder to get into the show
they can’t Luy from the stations.

In the meantime, however, the
network sules staff finds itself in
the peculiar and uncomfortable
position of hwving to compete with
its o&o and aftflated stations in
selling national advestisers its own
show, Tho the stations” deal with
ABC-TV calls for the statioms to
give the network a cut of their
sales revenue on the stanza, this is
a far ery from the reverse—and
more normal—situation of the net-
work’s making the sale and cutting
the station in on some of the
proceeds,

‘RICHARD, THE THIRD’

General Foods May

NEW YORK, Sept. 17.—General
IFoods is evincing substantial inter-
est in the biggest single package
ever to be offered by a network to
a sponsor — “Richard, the Third,”
the 1] Arthur Runk feature Flm
which stars Sir Lawrence Olivier.
NBC-TV is asking betwecn $800,-
000 and $900,000, time and fool-
age, for the three-hour film, Of
this, $250,000 alone will be for
timne,

Rights for a sigle run of the
pizture cost NBC about $500,000.
It will probubly not be presented
on a weekend, but during the week
in a prime time period early in

1956. NBC lhas toyed with the'

idea of telecasting the movie in two
sections of an hour and a hall each,
but discarded it.

Should a single sponsor buy the
presentation, it would be the sec-
ond most costly single advertising
venture in TV lListory—being out-
paced ouly by the "Diamond Jubi-
lee” of last season, which was said
ta have run up a bill of about
£1.000,000 for the electric com-
panivs and the electronic ndustry,
the joint sponsors. But it onlv ran
two hours, tho it was on all the
major networks.

Other mujor one-shot  extrava-
gunza shows were produced by
Ford Motors, the originator, and
Ceneral Foods, which built one

caround  the musical comedy feats

of Rodgers und Hammerstein.
These, too, had the benefit of expo-
sure on all the mujor networks, and
cost in the vicinity of %750,000.
Should NBC be unable to sell
“Richurd” to one client (and it has

- Solo on Rank Film

| plenty of others interested besides
Ceneral Foods) the show will be
offered on a multiple sponsorship
basis, The rmtwnrl}:’s main selling

pitch consists of a trailer of “Rich-

not yvet available. The fegture pic-
ture, which Olivier also directed,
cost about $2,000,000 to produce.

ard,” since the Final cut version is|

panies in an effort to obtain
top features for some of the
spectaculars this season,

Sarnoff, in a deposition
taken in New York, said that
tulks had been held with
Nicholas Schenck of M-G-M,
Spyros Skouras of 20th Cen-
tury-Fox, and the Warner
Bros. in an attempt to get
feature films.

Prior to obtaining two Brit-
ish films, “The Constant Hus-
band” and “Richard IIL" for
airing on  the spectaculars,
Sarnoff indicated that Weaver
atternpted to Swinﬁ a similar
deal with one of the majors.
According to Sarnotf, NBC
is still trying.

‘64G’ Goes Live on
Coast-to-Coast Net

HOLLYWOOD, Sept, 17.—CBS-
TV has ruled out kinescope for
“The $64,000 Question” and will
sked the program live across the
countrv  starting November 1.
Three-hour delay on the West
Coast has to date taken much of
the edge off the show with news-
casters broadcusting results ahead
of time.

Switch takes NBC's “Armstrong-
Pontine Theater” out from under
the gun on the Coast and in the
Rockies, und places “Question™ in
the 7-7:30 p.m. station time.

NEVW YORK, Sept, 17.—One of
the really fantastic success stories
of TV is the Instant Maxwell
House division of General Foods.
The product has finally moved
ahead of Procter & Gamble's Tide
st Benton & Bowles to become
the single heaviest TV spending
account in this top sgency. In
terms of  high-turnover, low-unit

| practically all of it in TV,

lnstant Maxwell House Coffee
lius budgeted around $35,000,000
Clone for video network time next
season, Its TV spot expenditures
ure not koown, but they are esti-
Cmated  at From  $3,000,000 up-
wards, . Latest purchase. is a
$300.000 gross three-week satura-
tion campaign on NBC-TV's "To-
duv,” "Home” and “Tonight.” Two
of these shows are daytime, the
first time that the product has
made so dircet a pitch to the
housewife,

sale items it spends more than any |
other account in the house, and |

Instant Maxwell Hits
The Spot—& Sales Zoom

According to trade sources, re-
|HEHL‘L‘T|. at Benton & Bowles dis-
closed awlile ago that spot TV
wis responsible for an immediate
upsurge in sales. Since then In-
stunt Muxwell House has practi-
callv stopped using most print
media. And whenever a competi-
tive situalion arises in a market,
Generul Foods pours on the spots
and does a job.

Among the other Ceneral Foods
| products, it is outpaced only by
the Jello division of the company,
a product whose advertising lends
itself more to print media, that is
until colur TV hits the mass mar-
ket. Iostant Maxwell House now
uses four network shows—"Decem-
ber Bride” on CBS-TV, alternate
weeks of the “MGM Parade,” on
ABC-TY, alternate weeks of Roy
Rogers, and it has participations
and hitchhikes in several others.
It is estimaled that the produoct
hus 50 per cent of the instant
colfee market.

SCOREBOARD: NEW FALL SHOWS

NEW YORK, Sept. 17.—=With
the debut of the fall TV season
now an accomplished Ffact, the
Mudisou Avenue advertising fra-
ternity this week was counting up
its hits and errors on the basis of

the initial reactions by the critical |

scorekeepers. The consensus
seemed to be that the two impor-
tant movie-makers—Warner Broth-
ers and Metro-Goldwyn-Mayer—
have muade the biggest initinl fum-
bles: fumbles, of course, which cun
be redeemed, but fumbles none-
theless.

Both the “MCM Parade” and
“Waurner Brohers Presents™ re-
ceived u roasting from a large

number ol eritics on the daily news- |

papers, especially here where the
command so much attention. And,
by and large, many top program
eaiecs in advertising agencies were
inclined to agree with what was
suid.

The advertising execs were won-
| dering whether this was the begin-
ning of TV's disenchantment with
top moviemakers, whether the next
few shows in both series would
prove  substantiully  better and
Cwhether they have misjudged the
tastes of the American public and
will find that these shows do at-
truct large audiences, in spite of
the critics.

OF course, many of the agency
eniecs were mumbling  that  the

wwWw americanradiohistorv com

Movie Studios Stumble on
Get-Away; Adult Oaters Click

movie studios have used their sec-
ond teams, both in terms of actin
and production talent, to sta
these shows, The first show in the
“Wurner Brothers Presents” series
used no numes, except for Cig
Young who plaved the host. But
it doesn't take TV long to make
names and perhaps that is what
the Hlm makers are counting on,
With all these studios taking
generous plugs tor their pictures,
there is already beginning to be an
upsurge of resentment about this
practice. Whether it will be con-
tinued depends on the fute of the
shows produced by the major Filin
companies, But there is no question
(Continued on page 9)

ABC Giving Up
Station Times

NEW YORK, Sept. 17.—ABC-
TV, following a policy it estab-
lished in pravious years, is turning
some of its unsold network option
time periods over to its local sta-
tions for local programming,

The first to go is the Monday,
9.9:30 p.m. slot, which the weh
has all but given up hope of selling
in view of the heavy competition
it faces from CBS' “I Love Lucy™
and NBC’s “Medic.”

ABC-TV is holding on to ils
other unsold slots for the while
since there's still quite a bit of
sales aclivity going on, lts Tues-
day, 10-10:30 p.m. slot will prob-
ably be the next to go. O unpstis
Ha ik CBS "s64.000 Ques-
i,

The other time pecivds the web
still has available for sale are Mon-
day, 10-10:30 p.m., and Saturday,
7:30-8 p.m. The latter spot is cur-
rently filled by the first half hour
of “Ozark Jubilee,” but the web
wants to cut the show down to an
hour. )

Burr Gefs Y&R
Program Offer

NEW YORK, Sept. 17.—Eugene
Burr has been approached by
Young & Rubicam to take over as
troubleshooter on its davtime video
programming. Burr is director of
new programming at Duncer-Iitz-
gerald-Sample and is currently
mulling the offer.

His immediate assignment would
be “Wav of the World,” Borden’s
show which has been a problem to
the agency and the client. The
program is now in the 4-4:15 p.m,
strip. Burr is a veteran TV pro-
duction executive whose specialty
is writing, having been a seript
editor for Coodson-Todman and
Warner Brothers.
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Music-Radio Can Collins, Mew York
Telavision Andrew Csida, Mew York
Coin Maching .. ... .. Hilmer Stark, Chicaga

Circulation Department

B. A, Bruns, Direclor Cincinnati
Main Advertizing and Circulation Difices
2160 Patierson 5t., Cincinnati 22, Ohio

Substriplion rates payuble in advance, One

yvear, $10 in U.S. A, and Canada. All lforelen
as second rlass mailer
Billvoard FPublishing Company. The Bill-
chandising; oue year, §#,
Mo, 39

countries, §20, Substribers, when reguesting
change of address, should give old as well as

new address.  FPub-

lHshed weekly, Enleced

Jine 4, 1807, mt Post

DEfiee, CTloneinnall,

Ohipg, under act ol
March 3, 1879, Copyright 1855 by Thea
board alse publishes Tide, the fortoightly
magazine of sales and adverlising trends,
o year, $.5; ond Vend, the mouwihly
magnzine of sutomntic mar- @ 19
Wol. &7
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THE BILLEOARD

TELEVISION 3

THE BILLBOARD SCOREBOARD

New TV Spot Campaigns—
Who Bought Them Where

A quide for TV stalions and adverfisers on new
confracts sef from August 28 thru September 3

The following data s tabulated from a weekly survey of all

U, 5 1TV wmations made by The
national spol commercial campaigns set o
the survey week, regardless of the starting alr date of

campaigns,

Billbpard. It shows the new
on those stations during
Lthose

NATIONAL

SUMMARY

(Campuigns placed in more thas one region)

Product and Advertiser

Siretch Mylon  Yarm, Deering-

Agilon
Milliken .

Alliance Antenna Rotor, Alliance Mifz.

Bab-0, B. T. Babbitt

Black Cough Drops. Smith Bros,

Bulova Waich & Radio, Bulova Wartch
Co,

DeSota  Maoior Cars, Div. of
Chrysler Corp.

Dromedary Food Producis, Hill Bros.

DreSoio

Eveready Baneries, Mational Carbon
Ex-Lax, Lasative, Ex-Lax, Inc.

Froduci and Adsertiser

Folger's Coffee, J. A. Folger

Ford Cars & Trucks, Ford Molors

Four Way Cold Tablets, Grove Labs.

Helena Rubensiein Beauly FPreparation,
Helena Rubenstein, Inc.

Hunt Club Meal, Stundard Brands

MBlattresses, Simmons Co.

BMytol, Block Drug

Peak Anti-Freese, Commercial Solvenis

Pontizc Automobiles, Pontiac Motor
Dhiv.

Supshine Biscuil, Sunshime Biscuit, Ine.

REGIONAL SUMMARIES

Eastern

Allance Antenpna Rotor, Alliance MIg.

Alka Seltrer, Miles Labs.

Apahist, Anahist Co. .

Answer Cuke Flour, General Mills

Bab-0, B, T. Babbitt

Baked Beans, Friend Bros,

Bayuk Cigars, Bayuk Cigars, Inc,

Borden’s Instumt Coffee, Borden Co.

Cheer, Procier & CGuamble

Decafl Coffes, Nesile Co.

Ehler's Colfee, Albert Ehlers, Inc,

Ford Cars & Trucks, Ford Motor

Gatnes Dop Food, Gaines Div. ol
General Foods

Gallo Wines, E. J. Gallo Winery

Glim Cleaner, B, T, Babhit

Hunt Club Meal., Stundard Bramds

Instant Maxwell House Coffee, Muaaweil

House Div, of General Foods

Junket Powders, Junkel Brand Foods
Diw.

Kiwi Shoe Polish, Kiwi Polish

Life Magazine, Time. Ind.

Maotorola Radio & Television, Moworola,
Inc,

Mestle Tnstant Coffes, Mestle Ca,

0ld Spice Mens Shaving Liion, Shuiton.
Ine.

Paint Rollers. Rolliton Products

Peak & Morway Anie-Frecee, Commuef-
cial Solveintis

Piel's Heer, Piel Hros.

Teob’s Emulsion, Harold F. Richis

Simmons Mairesses, Simmons Co.

Skv Candy Bar, M. E. Confectionary Co.

Spearmint Chewing Gum, Wrigley Co,

Sunshine Biscuir, Sunshine Biscuil Inc.

Va-Tra-Maol, Mose Drops, Yick Chemical

: Southern

Agilon Stretch MNylom yarn, Dieering,

Milliken & Co

B-'N-B  Mushrooins, Grocery Store
Producis
Bulovs Walches & Radios, Bulova
Watch Co,

DeSote Motor Curs, DeSoto Div. of
Chrysler Lorp,

Dromedury Food Products, Hill Bros.

Evercady Batteries. MNational Carbon

Folger's Coffee, J. A, Folger

Four Way Cold Tablets, Grove Lab-
oralorics

Ford Cars & Trucks, Ford Motor

Gleem Toothpasie, Procier & Gamble

Grevhound Lines, Greyhound Corp.

Helens Hubepstein Beauly Preparalions,
Helena Rubenstein, Ioc

Haosiery, Burlingion Mills

Hunt Club Meal, Sionderd Brands
Luzianne Coffec & Teu, Helly & Co.
Mounds Candy Bar, Peler Paul
Madinola Cream, MNational Toilet Co,

Marthern Tissue, Marathon Corp,

Myiol, Biock Drug

Oldsmeobile Motor Cars, ldsmobile Div,

O Judge Colfee & Tea, Old Judge
Foods Corp.

Peak Anti-Freeee, Commercinl Solvenis

Pontine Automobiles, Pomisc Motor
Lriv.

Prell Shampoo, Procier & Gamble

Hobin Mood Flour, International Mg

Snowdrift, Wesson 11 & Snowdrilt
Sales

Super Anahist Tablets, Anuahist Co.

Valspar Varnish & Paints, Valspur Corp,

Midwestern

Agilon Stretch MNylon Yurn, Deering-
Milliken

Anti-Freere, Commercial Solvenis

Apples, Michigan State Apple Comim.

Burger Beer. Burger Brewing

Cameo Hosiery, Burlington Malls

Cattle Feed., Pizer, Inc.

Clorets Chlorophy il Gum, American
Chicle

Coco 'Wheats
Milling

Cosmetics, Shulion

D% Gasoline. D-X Sunrsy Corp,

Dromedary Cakes, Hill Bros,

Ex-Lax, Laxative, Ex-Lax, Inc.

Folger's Colfee, J. A, Folger

Ford Cars & Trucks, Ford Molor

Grant Tool, Grant Co.

Hacksaw, Grant Co,

Huni Club Meal, Standard Brands

& Flour, Lutle Crow

Kool Cipareties, Brown & Willlumson

LeHiph Acdres. Granl Cou
Mattresses, Simmons Co,
Murphy Concentrate, Murphy
Morway Anti-Freeze, Commercial
vEmls
Mutrena Dog Fodd, Muirena Mills, Inc.
Oramist, Rilling Dermetics, Ing,
Feak Antl-Freere, Commercial Solvents
Peak Kill, Cook Chemical
Pears, Prunes & Peoavhes, Washingion
State Fruil Comm.
Pleiffer's Famous Beer, Pleiffer Brewing
Pontiac Automobiles, Fontisc Mobos
v
Prestone, Mational Carbon Ca.
Ralston Purina, Halston Puring Co,
Smith Bros, Cough Drops, Smith
Bros,
Sunshine BRizcultz, Sunshine Biscuit Co.
Telephone Service, Ohio Bell elephone
YVepetable Slicers, Grant Co,

Provalig iy
Sol-

Southwestern

A-1 Beer, Arizona Brewing

Bab-0y, B. T. Bubbint

Burgermeister HBeer, San Francisco Hrew-
ing

Delta Pine Cotton Seed, Delia Pine

Coflan Seed Co,
Evercudy Batterfes, Mutional Carbon

Folger's Colfer, J. A. Folger

Rocky Mountain

Alber's Flupjacks, Albers Milling

Allisnce Antenna Rotor. Allance Wig.

Blavk Cough Drops, Smith Bros.

Bulova Waiches & Radios, Buloyva
Wamch Co.

Campbell’s Soups & Food Products,
Campbell Soup Co,

DesSolo Motor Cars,
Chrysler LCorp.

Ex-Lax, Ex-Lax, Inc.

Flez-Let Wateh Bands,

Ford Cars & Trucks,
Dewlers

Freezers, Amanna Co,

Hazel Bishop Lipstick,
Ing.

Helena Rubensiein Beswly Preparation,

DeSoie Div. of

Flex-Let Corp,
Morthwest Ford

Huzel Bishop,

Helena Rubensiemn

Ford Cars & Trucks, Ford Moior

Four Way Cold Tables, Cirove Lab-
oratorics

Lestie Salt, Leslie 5alt Ca,

Muryland Club Coffes, Duncin Coflfes

hiattrespes, Simmons Co,

Pontiae Auwomobiles, Pontiac Moror
i,
Wild Roor Hair O, Wild Root Ca,

& West Coast

Instant Maxwell House Colfee, General
Foods

Tialtan Swiss Wine, Tialian Swiss Colony

Maytag Household Appliinces, Mayviag
Co,

Mucoa Margarine, Best Foods

Myiod, Block Drug

Pommerelle Wine, Pommerelle Winery

Pontiac Automobiles, Ponliac Molor
v,

Pop Corn, TY Time

RDX Reducing Ald, Lo-Calory Food Co,
Schick Eleciric Shaver, Schick Co,
Soil-0ff Paint Cleaner. 5005, Co.
Transporiation, Great Northern Kailroad

TINT DRAMA

NBC-TV to
Shoot Own
In H'wood

HOLLYWOQOOD, Sept. 17. —
Flans are now under foot for NBC-
TV to film three of its hour-long
“Matinee” dramas in color, utilizing
the web's own facilities, Vice-
President and »rogramming exec
Fred W, Wile Jr. revealed today.

The move would be taken under
the new agreement with NABET
permitting film production by the
nelwork. NBC-TV has already con-
verled one of its old live studios
to film in Hollywood, and will
shoot the Graucho Marx Show there
this fall.

Wile expects that the “Matinee”
filins will be the first color fuutﬂ{,'e
to be used by NBC outside the
spectaculars. The net presently

oes not have any regular series
produced in color, altho consider-
ation is now being given to con-
verhing one or two to tint.

NBC's Burbank eolor studio is
booked solid for the entire sea-
son, and has, in fact, been divided
in two by a temporary partition
to permit continuous production.
The “Matinee” films will be used
when the show is pushed out by
one of the specs or the Milton
Berle hour.

Construction of a second color
studio at Burbank in the not too
distant future is also indicated by

TNT Fights Melon,

May Be Dynamite!

NEW YORK, Sept. 17. — Nate
Halpern’s Theater Network Televi-
sion is expected to slice a juicy
melon in its coverage of the Rocky
Marciano - Archie Moore heavy-
weight Litle fight next Tuesday
(20). The [attest payday in thea-
ter TV annals is expected to pro-
duce upward of $420,000 for
TNT, $168,000 for the Interna-
tional Boxing Club, which is stag-
ing the maltch; another $168.000
for titlist Marciano and $84,000 for
challenger Moore. The 127 thea-
ters in 92 cities which will carry
the bout will split another esti-
mated  $420,000 among them-
selves.

These figures are hased upon
the reported division of the theater
TV tulke. currently expected to go
above $1,230,000. All houses
are expected to be SRO, based
upon advance sale, with the possi-
ble exception of Memphis, which
alone in the nation seems to regard
the fight with apathy.

Using a gross base of 81,260,000,
the basic cut is understood to be
equal among TNT, IBC and the
theaters—or $420,000 each, if the
pross reaches the anticipated

Wile, with Norman Bell Geddes
already having drawn up plans for
the building,.

BAB-O BUYS 13 OF
‘MATINEE THEATER' . ..

to bankroll the stanza.

‘SUPER CIRCUS" MOVING
TO N. Y. FROM CHI. . .

u 11
“Super Circus,

FLANS FADE FOR
BOM CLUB SERIES . . .

ong to sell WWW.

OXNE SET LEFT ON
GARRY MOORE SHOW . . .

up a piece of the show.

WABD-WTTG TRANSFER
| OKAYED BY FCC. . .

l The Federal Communicativn Commission gave its official approval
to the transfer of WABD, New York, and WTTG, Washington, to the
Du Mont Broadeasting Corporation, the new company being formed
by “spinning off” stock of the Du Mont Lub parent corporation. A
stockholders” meeting scheduled for October 13 is expected to approve
the plan, Both stations’ billings this year are lar ahead of their last

vear s [izures.

WBNS HELPS PROMOTE
ITALTAN RELATIONS . ..

President Nixon.

" News In

NBC-TV pulled in another bankroller for its “Matinee Theater,”
the hour-Jong afternoon live drama series it's going to air across the
hoard, The new sponsor is Bab-0, which bought 13 participations in
the show. Procter & Gamble, Motorola and Aleoa had previously paced

the ABC-TV kiddie stanza which will
celebrate its seventh anniversary next month by moving its
origination site from Chicago to New York, is three-fourths open
for sponsorship following the bow-out of Kellogg and Dixie Cup
from the bankrolling line-up. Chunky Chocolate comes in next
week, Programming plans on the show, when it moves to New
York, calls for alternating format and talent every other week

CBS's Garry Moore show has only an alternate quarter
hour left for sale. Certa Mattress is the latest bankroller to pick

WBNS-TV, Columbus, 0., is playing an important rele in
cementing relations between the U. §. and Italy. The station is
devoting a lot of its time and effort toward promoting good will
between the people of Genoa, Italy, and Columbus, O., via the
presentation of a statue of Columbus, by the Genoans, to the
Columbians. The statue will be unveiled October 12 by Vice-

Brief

NBC-TV has just about given up on the sale of its projected 8-
“Book of the Month Club” dramatic series. The show was to go into g =
the Sundav afternoon, 4-5:30 time period with "Wide, Wide, World,” '
Maurice Evans and the operas, but has been crowded out by plans to

rogram the first show twice monthly, and by the fact that it took so

-
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amount. The usual deal is for the

theaters to get 50 per cent, and
IBC-TNT to divide the other half,
but Mareciano’s manager, Al Weill,
is reported to have insisted upon
the revised cut. The reasor is that
hoth fighters get their share out of
the IBC end, with Marciano got-
ting 40 per cent of that slice,
Moore getting 20 per cent and
IBC retaining 40 per cent.
Charges Split

Out of the TNT share, Halpern
must pay for the line churges,
while the theaters foot the hill for
local loops to the movie empo-
riumes.

With a gate for the [ight
believed likely to climb over the
million-dollar mark, the event may
become a $2,000,006 or better af-
fair. It certainly will be the big-

est yvet for Halpem's TNT, which
wad its largest previous hook-up in
its coverage of the Marciano-Don
Cockell fight four months ago,
with 83 houses in 59 cities. Thea-
ters are doing a hot business, with
tix selling from a low of $2.50 to a
high of $7.20, with the average
somewhere around $3.50. All of
New York City and parts of New

England are blacked out to stimu-
lute in-person attendance,

AMERICA’S
10" TV
MARKET

=Rl LANCATTER | |
YONE "‘r"'_ ‘

s T LN

[
L
.
1

3\
316,000
WATTS

F[LANCASTER, PENNA.

NBC and CBS
The WGAL-TVY multi-city mar-

ket area is comprised of
912,950 TV sets owned by
3% million people who have

$512 billion to spend +e+rn:l1I
year — America’s 10th TV
Market,

STEINMAN STATION
Clair McCollough, Pres.

Re i A AlatsdaEn]

'MEEKER TV, INC.

Chic ego

San Eranchica

_I‘-h' w Tore
Loy Knoelg:
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WHO'LL BE LEFT?

‘Circus’ N. Y. Switch
Adds to Chi Woes

CHICAGO, Sept. 17.—ABC-TV's
switching of the origination point
of its “Super Circus” stanza from
this citv to New York next month
has further aceentuated a problem
that’s got the local TV industry
here on the verge of desperation.

The flight of “Super Circus™ is
the latest move of a network show
from this cily, once an important
center for the creation and pro-
duction of web programming.
There are only two network stanzas
now remaining in Chicago—NBC's
“Zoo Parade” and ABC's “Kukla,
Fran and Ollie.” If the program

TRENDEX TOP 10

IV WEB SHOWS
(Seplember 1.7, 1955)

#Indicates Film

Rank Show & Web ...... Hailing
1. $64.000 Question, CTRS ... ...40.3
2. I've Got a Secret, CRS ... ...25.3
A, Toast of the Town. CBS .. ...24.8
4. Video Theater. MBC ..... ... 4.5
5, =Spotlight Plavhouse, CRS . ...21.
6. Robert Montpomery, NBC .,.22.5
T. "Medic, NBC ....... a2 13

Two for the Money, CH'? ..‘II.E
. "Dragnet’s Best, NMBC ..... ...21.2
Person 1o Person, CBS ... ...20%0

Pe=

TWIN JOE FLOYDS

One Helluva Combination!

Yes, Joe has created a whele

single-station homes in the
Aberdeen-Watertown-Huron
triangle, with all eyes on the
Floyd-operated KDLO-TV. Add
that to Joe's spectacularly
popular KELO-TY, Sioux Falls,
and you get twice the audi-
ence reach, twice the enthu-
siastic sell, two big markets
for your one buy across the

new, choice market . .. 78,000 I

board. |

24 Hours Every Day

Micro-Link Interconneciad l

rage
— Plus Misnasota |

-

JOE FLOYD, President
EVANS NORD, Gen'l Mgr.
LARRY BEMNTSON, Vice=Pres.

Represented by H-R TELEVISION

NBC PRIMARY
CBS » ABC ® DuMONT

evacuation trend continues, Chi-
cago will be left completely barren
of network television stanzas,

Jumes E. Jewell, of Jewell Radio
and Television Productions, who is
president of Chicago Unlimited, is
currently working on a project to
combat the withdrawal of network
programming. Jewell's organization
is planning to urge the Chicago
Association of Commerce and In-
dustry to support a CU campaign
to “strengthen and bolster the tele-
vision, radio, film and record ac-
tivity in Chicago.”

Most of the mujor radio and tele-
vision sponsors in this area are
members of CACI, CU’s plan is to
induce these sponsors to divert a
share of their rudio and TV adver-
tising dollars into Chicago channels
and help promote Chicago as an
originating point for network
shows,

According to Jewell, representa-
tives of CACI have “agreed in prin-
ciple that drastic curtailment of
broadeasting and -telecasting and
allied business would eventually
constitute a mujor threat to the
general wellure and prosperity of
Chicago and vieinity.”

‘NBC Opera’
Up for Rock
Bottom Price

NEW YORK, Sept. 17. — The
“NBC-TV Opera Theater” is being
offered at rock-bottom prices in an

ufe of six Sunday afternoon operas,
us an extra half-hour show, can

bought for $750,000 time and
talent and will boast a line-up of
over 100 stations, the largest in its
history.

Among the operas will be Gian-
Carlo Menotti's Christmas classic
“Amahl and the Night Visitor,"”
Mozart’s “Magic Flute,” Puccini’s
“"Madame Butterfly,” Tchaikovsky’s
“Eugen Onegin” and two others.
The operas will alternate with
“Wide, Wide, World” and the
Maurice Evans show which should
help build its audiences. The net-
work is throwing all its merchan-
dising weight behind the package.

NEW YORK, Sept. 17.—Ceneral
Teleradio’s Film division is re-
ported close to a national deal on
the 20-odd cartoons out of the
short-subject library it recently ac-
quired, most of it out of the Rank
Organization,

The deal is said to be with
NBC-TV, which would plice them
on. “Howdy Doody.”

effort to snag a client, The pack- |

PULSE TOP 20
TV WEB SHOWS

(August, 1955)

*Indicatez Film

Rank Show & Wreh Rating
1. S64,000 Question, CBS ., ., ... 40,6
2 Toast of the Town, CBS .....32.8
3. *Dragnet, NBC .. ............. 298
4. This Is Your Life, MBC ...... 25,2
5. %G, E. Theater, CAS ..........24.4
5. Lux Video Theater, NBC .....24.4
1. I've Goil a Secret, CHBS .......24.3
B. *Best of Groucho, MBC ,..,,..215%
%. Two for the Money, CBS .....23.4

10. *Ford Theater, NBC .. ........ 24

1l. Godirey's Taleat Scouts, CBS..21.8
12, *Stage 7, CBS .. oiievnesen

13, *Dvispeylund, ABC .......... o2
14. Roberi Monigomery, NBC ....
15. Burns and Allen, CBS ........
I6. *Four Star Playhouse, CBS ....
17. What's My Line?. CBS .......
IB. *Milllonaire, CTBS .....c00es
19, Climax. CHS .. .......c00..
20, *Privaie Sccrefary, CBS

s5EEEEEE
= il ol N el = Ll B

NATIONAL ASSOCIATION
OF CACWRITERS

Comedy Workshop

| far IIth Cansecufive ¥Year

meefs every WEDMESDAY MICHT at
the MALIN STUDIOS
225 W. 45th 5t., Mew York City
8 to 11 p.m,

| to develop comedy writers and

| comedians Far radio-telovision.
COMEDY WORKSHOP wailds rmow
meat In Miami, Chicage, Cleveland

and other key cities. For informa-
‘ tion abaw! parficipating in your clty,

write GEORGE Q. LEWIS, P.O, Box
815, Grand Cenfral Sfation, MNew
York 17, M, ¥,

ADVISORY BOARD SURVEY:

Views on Rate Slices;
Other ldeas to Up Biz &

Despite the Fact that spot TV business is ex-
pected to be up about 30 per cent this season, the
consensus of the Editorial Advisory Board is that
this branch of TV is in need of therupy. The major
problem the board mentioned in last week's in-
stallment was the matter of availubilities that is
opening and keeping good time. Far behind that
were the problems of (1) price and (2) research
and data,

This week the board was asked if it saw the
need for a reduction in spot rates in any situations,
as has been suggested in trade circles on a few
recent occasions,

Of course this question was ol highest interest
to stations, and they dominated the voting., Only
one station had no opinion. Only five were for an
increase, An overwhelming 45 registered a loud
“no.”

That was enough to swing the over-all total
to the negative. But note that categorv-by-cate-
gory voting was strictly according to special in-
terests, The ad agencies and sponsors were strong-
ly in favor of spot rate reductions.

That would seem to bring us back to where
we started. The vote represents the usual barguin-
ing difference between buver and seller. Neither
side was much inclined to bolster its argument
with cries of distress. Onlv four stations said a
rate reduction would drive them to the wall fi-
nancially. Only two advertisers and one agency
argued that spot rates were too high for smaller
spenders,

For the stations it might be said their com-
ments were more concentrated and more vehe-
ment.

The gist of their arguments was that present
rates are justified. Seven stations pointed out that
their spot rates were lower than or on a par with
their network rates. Five stations pointed out
that their eirculation has been going up, indicating
an increase rather than a decrease in rates, Two
stations argued that their spot rates offered a
vilue better than newspapers.

In contrast, the advertiser and agency com-
ments were scattered. One agency voted “yes,
unless more than 20 seconds of commercial time
can be provided at breaks.” Another “ves” be-
cause there was so much multiple spotting at
chain breaks. Two noted that spots are not as
good a value as half hours, comparing rate with
sales effectiveness,

One Western food company, in voting against
a rate reduction, said, “In most markets they are
sold out and therefore rates must be close to
value else advertisers would not buv.”

The board was further asked what it would
suggest to stations to help them get more spot
business.

EDITORIAL

ADYITORY
EOARTD

TY  broadcaster,
and Mim company,

prodocer

The big station plea was for bigger and better
merchundising, promotion and salesmanship for
spots. A total of 17 stations made this point. Alon
the same line, another five stations recommen
they stop selling on the basis of ratings and start
talking about effectiveness,

Another four stations declared that the best
hope for more spot business was to marshal be-
hind the Television Bureau of Advertising. Three
stations and one agency said a uniform and sim-

ler rate structure was needed, a point that was
brought out in last week’s installment,

The major advertiser suggestion was that
fewer spots be jammed together at chain breaks.
Five agencies and two advertisers made this sug-
gestion., It is a point which also came out last
week, in which the board was asked to name the
major prob